Abstract: Does consumers' consumption of green products represent a method of satisfying their need for uniqueness? Does it enhance their self-image? In order to answer these questions, the present study attempts to understand how personal-level factors (such as the need for uniqueness) and product-level factors (such as self-expressive benefits) drive customers to go green. Survey-based data were collected from 247 customers in Bangladesh and 132 customers in Peru during 2017-2018. A hierarchical linear regression analysis was employed to test the proposed hypotheses. The results of this study highlight the important role played by the need for uniqueness as a major driver of green behavior among customers in both countries. Furthermore, self-expressive benefits were found to represent another reason on the part of customers in both Peru and Bangladesh for buying green products. This study hence contributes to the current literature by strengthening existing knowledge of the drivers of pro-environmental purchasing behavior in developing countries.
Introduction
Consumers differ in terms of their level of concern, commitment, and knowledge with regard to the natural environment [1, 2] . Such variation leads to differences in customers' purchasing decisions [3, 4] . Some consumers paid more attention to green products [5] , but some others were resistant to participate in environmentally sustainable consumption [6, 7] . Over the past two decades, public concern about preserving the biodiversity of the natural environment has increased significantly, particularly following the inauguration of Earth Day [8] . In the context of developed countries, recent studies have found increased customer awareness of environmental issues [9] [10] [11] [12] . Despite this growth in scholarly attention concerning developed countries, there remains an incomplete understanding of why customers purchase eco-friendly products in developing and emerging countries [11, 13] . In order to fill this research gap, in the present study, the effects of personal-level factors, such as the need for uniqueness, and product-level factors, such as self-expressive benefits, were tested in relation to customers' behavior regarding the consumption of green products in Peru and Bangladesh.
According to the most recent World Bank report, Peru, similar to many developing countries, is experiencing major environmental and natural challenges [14] . In the academic context of Peru, sustainability has received considerable attention on the part of scholars, especially in the fields of the natural sciences [15, 16] , human-environmental sciences [17] [18] [19] , and ecological sciences [12, 20] . Despite this growing research interest, we still have only limited understanding of the drivers of sustainable lifestyles in Peruvian society. Promoting individual sustainable lifestyles by means of encouraging green consumption has been introduced as a way of reducing environmental challenges [3, 11, [21] [22] [23] . Therefore, it is important to determine which types of people care the most about the environment and, relatedly, exhibit more sustainable lifestyles in Peru [24] .
Bangladesh, as a developing country in Asia, experiences almost the same level of environmental challenges as Peru; for example, a high level of water and air pollution, the inefficient use and harvesting of natural resources, and an extremely high biodiversity loss rate [25] . Through establishing several training programs and introducing multiple sustainable development policies in recent years [26] , the Bangladeshi government has attempted to enhance the commitment of manufacturers to achieving more sustainable production and more efficient resource utilization [27] . However, in such a corrupt business environment [28, 29] , manufacturing companies can easily find ways to ignore costly environmental obligations and commitments. By showing greater willingness to buy environmentally friendly products, customers can act as drivers of the green movement in Bangladeshi society. Therefore, it is important to identify those customers who exhibit more sustainable consumption behaviors.
Through the purchasing of green products, people are able to convey their willingness to consume in such a way that benefits society as a whole [30] . In other words, consuming green products represents a means of demonstrating a pro-environmental attitude, which is an important factor in formulating an individual's status and reputation within their community [31] . As the pursuit of uniqueness varies across individuals [32, 33] , different consumption patterns are generated by consumers' purchasing decisions [6] .
The present study contributes to the current literature by identifying one personal factor and one product factor as the antecedents of green purchasing behavior in developing countries. The results of this study confirm that customers who seek to publicly display their uniqueness may conspicuously consume more green products. Extending the findings of previous studies [30, 31] , this study provides the first empirical evidence supporting the significant relationship between psychological benefits (such as self-expression) and the purchasing of green or environmentally friendly products. Furthermore, our study contributes to the rapidly growing body of literature concerning sustainable consumption behaviors by investigating for the first time the antecedents of the purchasing of green products in the Peruvian context. Our results highlight how individual differences in the pursuit of uniqueness can affect sustainable consumption behaviors, because those consumers with a high need for uniqueness are more willing to discuss the products they purchase with others [34] . The purchasing of more green products on the part of these types of customers can thus encourage green consumption behavior among the general population of a country.
Literature Review and Hypothesis Development

Customers' Green Purchasing Behavior
The purchasing behaviors of the consumers of green products have received considerable scholarly attention in recent years [8, 30, [35] [36] [37] . Specifically, green purchasing refers to a customer's general awareness of a given product's environmental advantages throughout the purchasing process, as well as to their purchasing decisions being environmentally oriented [38, 39] . Green purchasing behavior can be explained, at least to a certain extent, as a person's willingness to buy products that are ecologically packaged, contain recycled materials, are bio-based, save energy, or have non-polluting features [39, 40] .
It is well accepted that not all peoples exhibit a similar level of attention to environmentally friendly products [4, 6] . Consumers may believe that they can help to preserve nature and the environment by showing an interest in buying green products. Or they may find green products unfavorable and avoid participating in green consumption [4] , because they may not have been aware of the positive or negative consequences of their consumption on the environment and society [41] . Or they may not have enough money and time to look for green products [4] .
In fact, the majority of the environmental challenges (excess garbage; plastic and air pollution; wasted energy, nutrients, and materials) faced by every society stem from consumers' consumption behaviors [42] . By choosing more eco-friendly products, consumers can boost the green movement and hence aid in the preservation of the environment in their society. The purchasing of more green products on the part of customers can serve to motivate manufacturing companies to adopt more green marketing strategies and to produce more environmentally friendly products. In this regard, the authors of [43] have found that customers play an important role in fostering firms' environmental commitment.
Several personal-level factors are known to influence consumers' pro-environmental purchasing behavior. For instance, by collecting data from 312 Norwegian consumers, the authors of [40] showed that a consumer's emotions and level of environmental concern are important drivers of that consumer's green purchasing behavior. An empirical study conducted among 303 Malaysian retail customers proved that disseminating false or ambiguous environmental information diminished customers' green purchasing behavior [38] . Moreover, survey-based data obtained from 6010 customers in Hong Kong highlighted the important role played by both gender and age in explaining green purchasing behavior [44, 45] . In general, females and younger customers showed a higher level of concern for the environment, and they exhibited higher levels of perceived environmental responsibility, when compared with males and older customers. Thus, having sufficient environmental knowledge is a determinate factor in relation to the purchasing of green products [46] . More importantly, the authors of [47] found that engagement with green purchasing behavior is highest among customers who strongly believe that their environmentally friendly actions will prove effective in combating environmental deterioration. In particular, consumers' intention to buy green products is higher when such consumers are aware that their consumption behavior can make a positive contribution to both sustainable development and environmental protection [48] .
Customers' Desire for Uniqueness
According to the uniqueness theory [49] , every person seeks to avoid both extreme dissimilarity and similarity with others in an attempt to establish their own uniqueness. Some individuals are more concerned about how they are perceived than others [50] . As such, these individuals try to appear as unique or different as possible, for example, by having strange tattoos, customized clothing, or controversial opinions [51] . A customer's need for uniqueness refers to the extent to which that customer pursues differentness during their acquisition, utilization, and disposition of consumer goods [32, 33] . Such differentiations in terms of buying behavior can help a person to enhance their personal and social identities [52] . These behaviors or decisions are generally valued by the individual, as they make them feel distinct or different from others within their social context [53] .
Tian et al. [33] and Tian and McKenzie [32] have suggested a consumer's need for uniqueness to encompass three dimensions. These dimensions include a customer's creative choices, their unpopular choices, and their similarity avoidance. A customer's creative choices reflect their willingness to choose those products that maximize their self-image and personal uniqueness in a socially acceptable way [54] . As for the second dimension of uniqueness, unpopular choices refer to the consumer's preference for using products that deviate, at least to some extent, from social norms [32] . Lastly, a customer's similarity avoidance refers to their disinterest in using widely accepted or commonly purchased products [55] . This type of customer ceases to purchase certain products once they become sufficiently popular with the general public.
Self-Expressive Benefits for the Customer
Customers usually consider the specific benefits of using a given brand or product, including the product's quality and price, as well as their degree of confidence that they will make the right decision [56, 57] . Customers also buy products because of their perceived self-expressive benefits. In other words, the customer's purchasing motivation involves the desire to express their individual self, and it is thus a principal reason behind the customer's purchasing behavior [58] . Self-expressive benefits refer to the potential of a specific product or brand to become a symbol of the customer's self-image [30] . Hence, by buying such products and brands, the customer is able to express themselves within their social context [56, 57] .
In terms of green products, the authors of [30] were the first to propose and test the effects of customers' perception on the self-expressive benefits of purchasing green products. Their results were drawn from data concerning 726 consumers in a developed country (Spain), and their study did not identify significant correlation. As such, their results suggest that further empirical research should be conducted. In order to provide a more comprehensive understanding of the phenomenon of self-expressive benefits in the context of developing and emerging countries, the present study tested the effects of self-expressive benefits on the purchasing of green products by Peruvian and Bangladeshi consumers.
The Customer's Desire for Uniqueness and the Purchasing of Green Products
As we can see in the Figure 1 , this study first hypothesized that individuals who desire uniqueness show a higher level of green product purchasing behavior. Individuals who exhibit a higher need for uniqueness have been characterized as demonstrating three decision types, namely creative choice, unpopular choice, and similarity avoidance. In the context of this study, customers who frequently make these types of decisions were expected to exhibit a preference for purchasing green products. Environmentally sustainable products are usually considered to be new and innovative products by customers [22, 67] . Therefore, it was expected that customers who search for products that are not widely accessible to the market would show greater green purchasing behavior. Thus, this study hypothesizes the following:
H3. There is a positive relationship between a customer's similarity avoidance and their green purchasing behavior.
Self-Expressive Consumer Benefits and the Purchasing of Green Products
Previous studies have highlighted the importance of both social approval and affiliation in relation to consumers' purchasing decisions [68] . The products consumed by a given person often indicate their social status [30] . It is generally accepted that the majority of firms that pursue ecofriendly strategies do so in order to improve their market legitimacy and social approval [43, 69] . A similar pattern was expected to exist on the individual level in terms of the purchasing of green products. Self-expression has long been considered one of the fundamental drivers of consumers' choices and preferences [70, 71] . As a result of the increased level of environmental awareness seen in recent years [2, 72] , consumers may consume these types of products so as to conspicuously display their concern for, and commitment to, the environment and, therefore, to achieve a higher level of social approval. Hence, this study's final hypothesis is the following:
H4. There is a positive relationship between a consumer's self-expressive benefits and their green purchasing behavior. 
Methodology
The Context of the Study
The data used in this study were collected from consumers in two developing and emerging countries, namely Peru and Bangladesh. As has been the case in many developing countries, the desire to purchase green and eco-friendly products has grown significantly in both Peru and Bangladesh over the past decade. According to the recent Global Green Economy Index, Peru is ranked 33rd (score: 37.11) and Bangladesh is ranked 43rd (score: 34.61) out of 80 countries in terms of the green economy (please see https://dualcitizeninc.com/GGEI-2016.pdf). With regard to the Environmental Performance Index (EPI), Peru is ranked 64th out of 180 countries with a score of A customer's creative choices are best manifested through their consumption selection, specifically through their purchasing of unique, new, and original market goods [32, 50] . Based on the first hypothesis, a positive relationship was expected between the creative choices made by customers and their purchasing of green products. Lin and Huang [59] and Biswas and Roy [11] support this hypothesis, stating that novelty seeking represents one of the main reasons that customers choose to purchase green and eco-friendly products. Although green products are usually more expensive and of a lower quality than non-green products [31] , survey-based data obtained from 431 female customers in the United States [60] revealed that the consumer's tendency to make creative choices enhances their adoption of new and sustainable retail products. Thus, this study hypothesizes the following:
H1. There is a positive relationship between a customer's creative choices and their green purchasing behavior.
The second hypothesis expected customers who make unpopular choices to exhibit a greater tendency to purchase green products. Despite an increase in environmental awareness being seen among customers in recent years [61, 62] , green products are still not commonly purchased, and not all customers have chosen to go green [63] . It was expected that customers who seek to purchase unpopular brands may show a greater willingness to buy novel green products. Similarly, the authors of [51, 64] found that the willingness to take risks in terms of consumer purchasing decisions is higher among individuals with a higher need for uniqueness. This could be accomplished through the purchasing of unpopular products or brands. Furthermore, Lynn and Harris [54] found that the preference for unique shopping venues was higher among customers who exhibited a higher need for uniqueness. Hence, this study hypothesizes the following:
H2. There is a positive relationship between a customer's unpopular choices and their green purchasing behavior.
The third hypothesis predicted that a customer's similarity avoidance enhances their green purchasing behavior. Previous studies have shown that customers do not pay equal attention to environmental issues when making purchasing decisions [45, 46, 65] . While buying green products arguably demonstrates a customer's concern for, and commitment to, the natural environment, it is also a means of displaying their dissimilarity to others within their community. Individuals who strongly avoid exhibiting similarity to others tend to establish a distinctive self-image by seeking out new products, acquiring scarce market commodities, and adopting novel and original goods [66] . Environmentally sustainable products are usually considered to be new and innovative products by customers [22, 67] . Therefore, it was expected that customers who search for products that are not widely accessible to the market would show greater green purchasing behavior. Thus, this study hypothesizes the following:
Self-Expressive Consumer Benefits and the Purchasing of Green Products
Previous studies have highlighted the importance of both social approval and affiliation in relation to consumers' purchasing decisions [68] . The products consumed by a given person often indicate their social status [30] . It is generally accepted that the majority of firms that pursue eco-friendly strategies do so in order to improve their market legitimacy and social approval [43, 69] . A similar pattern was expected to exist on the individual level in terms of the purchasing of green products. Self-expression has long been considered one of the fundamental drivers of consumers' choices and preferences [70, 71] . As a result of the increased level of environmental awareness seen in recent years [2, 72] , consumers may consume these types of products so as to conspicuously display their concern for, and commitment to, the environment and, therefore, to achieve a higher level of social approval. Hence, this study's final hypothesis is the following:
H4. There is a positive relationship between a consumer's self-expressive benefits and their green purchasing behavior.
Methodology
The Context of the Study
The data used in this study were collected from consumers in two developing and emerging countries, namely Peru and Bangladesh. As has been the case in many developing countries, the desire to purchase green and eco-friendly products has grown significantly in both Peru and Bangladesh over the past decade. According to the recent Global Green Economy Index, Peru is ranked 33rd (score: 37.11) and Bangladesh is ranked 43rd (score: 34.61) out of 80 countries in terms of the green economy (please see https://dualcitizeninc.com/GGEI-2016.pdf). With regard to the Environmental Performance Index (EPI), Peru is ranked 64th out of 180 countries with a score of 61.92, while Bangladesh is ranked 179th with a score of 29.56 for the overall environmental performance (please see: https://epi.envirocenter.yale.edu/2018/report/category/hlt).
Instrument Pre-Testing
Although English is the most widely used foreign language in both Peru and Bangladesh, an English version of the present study was translated into the local languages (Spanish and Bengali, respectively) in order to enhance the accuracy of the responses. Following the approach of similar studies [9, 27, 73] , we have used a translation and back translation method, which is common in cross-cultural research [74] . First, one local language expert in each country translated the original survey items into the relevant local language. Then, we asked another person to back translate the Bengali and Spanish versions of the questionnaire. Lastly, by comparing the English survey with the translated ones, we modified any identified wording problems or ambiguities.
Prior to launching the questionnaires, the Bengali version was pre-tested among 53 master of business administration (MBA) students (from a public university) so as to ensure the scale, reliability, and validity of the instrument [75] . Additionally, the Spanish version of the survey was pre-tested among 20 postgraduate students. An exploratory factor analysis (EFA) confirmed the validity of the scale, while an acceptable Cronbach's alpha coefficient confirmed the scale's reliability in both countries. The Bangladeshi data have been collected from 247 customers in two large shopping malls in Dhaka, Bangladesh, through the drop-and-collect survey method [76] . We collected the Peruvian data from 132 customers in a big shopping mall in Lima, the capital city of Peru. In terms of the inclusion criteria, because of the absence of a sampling frame, we applied non-probability volunteer sampling in both countries [21] .
Sample Profile
Among the Peruvian respondents, the majority were female (65.2%), and their average age was 34 years. With regard to their level of education, 59.1% had attended university. In terms of their monthly household income, 25.9% of respondents reported making below 500 USD per month, 35.4% reported making 500-999 USD per month, 24.2% reported making 1000-1499 USD per month, 10.5% reported making 1500-1999 USD per month, and 3.8% reported making more than 2000 USD per month. Furthermore, in terms of their work experience, approximately 37.9% of Peruvian respondents had 0-5 years of experience, 49.2% had 6-10 years of experience, 10.6% had 11-15 years of experience, and only 2.3% had more than 16 years of work experience.
Among the Bangladeshi respondents, 38.1% were male and 61.9% were female. In terms of their age, the majority of respondents fell within the age range of 25-35 years. With regard to their level of education, approximately 10.2% had a high school diploma, 23.1% had attended college, 21.1% had an undergraduate degree, 27.9% had attended graduate school, and 17% had a master's degree or higher. In terms of their monthly household income, 31.3% of respondents reported making below 500 USD per month, 29.9% reported making 500-999 USD per month, 22.4% reported making 1000-1499 USD per month, 11.6% reported making 1500-1999 USD per month, 4.1% reported making 2000-2499 USD per month, and only 0.7% reported making 2500 USD or more per month. Moreover, with regard to their work experience, approximately 30.6% of respondents had 0-5 years of experience, 57.8% had 6-10 years of experience, 8.8% had 11-15 years of experience, and only 2.7% had more than 16 years of work experience.
Measurements
Green Purchasing Behavior
Five items were taken from the literature [8] to measure the purchasing behavior of customers with regard to the buying of green products. The Bangladeshi and Peruvian customers indicated the extent to which they engaged in the purchasing of green products on a five-point scale, which was anchored with (1) never and (5) always. The Cronbach's alpha coefficient for the scale was 0.938, which indicated the scale's reliability. Appendix A provides the specific wording of the scale items.
Self-Expressive Benefits
Three items were adopted from the literature [30] to measure the expectations of the Bangladeshi and Peruvian customers in terms of the self-expressive benefits derived from eco-friendly and green products. A five-point scale anchored with (1) strongly disagrees and (5) strongly agree was used. The Cronbach's alpha score for this scale was 0.907, which indicated the scale's reliability. The full wording of the items is shown in Appendix A.
Consumers' Need for Uniqueness
Twelve items from the literature [32] were used to measure the three established dimensions of the need for uniqueness (creative choice, unpopular choice, and avoidance of similarity) among the Bangladeshi and Peruvian consumers. When measuring the three dimensions, a five-point scale anchored with (1) strongly disagree and (5) strongly agree was used. The Cronbach's alpha score for the first four questions, which measured creative choice, was 0.904. The Cronbach's alpha value for the second four items, which measured unpopular customer choice, was 0.882. Finally, the Cronbach's alpha value for the last four items, which measured similarity avoidance, was 0.893. The obtained Cronbach's alpha values indicated the reliability of all the items. The full wording of the items is shown in Appendix A.
Control Variables
Previous studies have confirmed that gender differences [44] , age [45] , education level [46, 77] , income [47, 78] , and work experience [9, 73] all contribute to green purchasing behavior. Hence, these demographic factors were included as control variables in the present study. The respondents were asked to select the option that most accurately represented their monthly household income from the following: (1) below 500 USD, (2) 500-999 USD, (3) 1000-1499 USD, (4) 1500-1999 USD, (5) 2000-2499 USD, or (6) 2500 USD or more. The respondents were then asked about their level of education, which was measured as follows: (1) high school, (2) attended college, (3) undergraduate degree, (4) attended graduate school, and (5) master's degree or higher. Lastly, the respondents provided information about their years of work experience by selecting from among the following options: (1) between 0-5 years, (2) between 6-10 years, (3) between 11-15 years, and (4) more than 16 years.
Results
The descriptive data shown in Tables 1 and 2 demonstrate the positive correlation between the three dimensions of the need for uniqueness (in both data sets). As expected, the correlation between self-expressive benefits and green purchasing behavior was significant. All three dimensions of the need for uniqueness were found to be positively correlated with the dependent variable, namely green purchasing behavior.
Prior to testing the hypotheses, an EFA was conducted in order to verify whether a single or common method factor existed to account for the majority of variance in the findings [79, 80] . The results indicated five distinct factors with eigenvalues greater than 1. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was 0.869, while the Bartlett's value was 0.000. The first factor explained only 18.748% of the variance, although all five factors explained 72.096% of the total variance. Table 2 presents the means, standard deviations, and correlation reliabilities among the variables using Peruvian data.
In each database, the hypotheses were tested in two steps using SPSS software (IBM, 24) and applying a hierarchical linear regression analysis. First, the effect of the control variables on the dependent variable was tested in both samples. As shown in Table 3 (Model 1 and Model 3), a non-significant relationship was found between customers' gender and their green purchasing behavior in both countries. The customers' age was not found to affect their green purchasing behavior in Bangladesh (β = −0.002; n.s.), although older customers in Peru exhibited a lower tendency to buy green products (β = −0.026; p < 0.01). The customers' educational level in both Bangladesh (β = 0.332; p < 0.001) and Peru (β = 0.302; p < 0.001) was positively and significantly related to their green purchasing behavior. This means that customers with higher levels of education exhibited more environmental awareness and concern than customers with lower levels of education. Work experience was not found to have a significant effect on green purchasing behavior in Bangladesh (β = 0.147; n.s.), although Peruvian customers with more years of work experience exhibited a greater tendency to buy green products (β = 0.306; p < 0.05). A positive and significant relationship was found between customers' income and their green purchasing behaviors (β = 0.166; p < 0.05) in Bangladesh only. This means that Bangladeshi customers who fall into the upper-class income category pay more attention to green or environmentally friendly products than those customers in other income categories. We did not find a significant link between Peruvian customers' income and their green purchasing behaviors (β = 0.113; n.s.). In general, we did not find a consistent pattern in terms of the effects of the control variables on the green purchasing behaviors of customers in the two countries. Such inconsistency in our results indicates the need for further investigation.
The first hypothesis predicted a positive relationship between the creative choices of customers and their green purchasing behavior. Table 3 (Model 2) demonstrates that Bangladeshi customers' creative choices were positively and significantly related to their green purchasing behavior (β = 0.184; p < 0.05). As displayed in Table 2 (Model 4), a positive and significant relationship was also found between these two variables (β = 0.151; p < 0.05) in the Peruvian sample. Therefore, the first hypothesis was confirmed by both datasets.
In terms of the second hypothesis, a positive relationship was expected between the customers' unpopular choices and their green purchasing behavior. Table 3 (Model 2) shows the relationship between Bangladeshi customers' unpopular choices and their green purchasing behavior to be positive and significant (β = 0.147; p < 0.05). As also shown in Table 3 (Model 4), we found a non-significant relationship between Peruvian customers' unpopular choices and their green purchasing behavior (β = 0.087; n.s.). Therefore, the second hypothesis was only confirmed in the Bangladesh context.
The third hypothesis predicted a positive relationship between customers' avoidance of similarity and their green purchasing behavior. Table 3 (Model 2 and Model 4) demonstrates the similarity avoidance of customers in both Bangladesh (β = 0.263; p < 0.001) and Peru (β = 0.330; p < 0.001) to be positively and significantly related to their green purchasing behavior. Therefore, the third hypothesis was confirmed. Among the three dimensions of the need for uniqueness, customers' similarity avoidance had the strongest impact on their green purchasing behavior.
Lastly, a positive relationship was predicted between customers' self-expressive benefits and their green purchasing behavior. As shown in Table 3 (Model 2 and Model 4), customers' self-expressive benefits were positively and significantly related to their green purchasing behavior in both Bangladesh (β = 0.181; p < 0.01) and Peru (β = 0.251; p < 0.01). Thus, the final hypothesis was also confirmed. In order to ensure multicollinearity was not an issue for these analyses, the variance inflation factor (VIF) was calculated. Table 3 (Model 3 and Model 5) reveals all the VIF scores to be less than 2, thereby confirming that the research results did not suffer from multicollinearity. In terms of the second hypothesis, a positive relationship was expected between the customers' unpopular choices and their green purchasing behavior. Table 3 (Model 2) shows the relationship between Bangladeshi customers' unpopular choices and their green purchasing behavior to be positive and significant (β = 0.147; p < 0.05). As also shown in Table 3 (Model 4), we found a nonsignificant relationship between Peruvian customers' unpopular choices and their green purchasing behavior (β = 0.087; n.s.). Therefore, the second hypothesis was only confirmed in the Bangladesh context.
Lastly, a positive relationship was predicted between customers' self-expressive benefits and their green purchasing behavior. As shown in Table 3 (Model 2 and Model 4), customers' selfexpressive benefits were positively and significantly related to their green purchasing behavior in both Bangladesh (β = 0.181; p < 0.01) and Peru (β = 0.251; p < 0.01). Thus, the final hypothesis was also confirmed. In order to ensure multicollinearity was not an issue for these analyses, the variance inflation factor (VIF) was calculated. Table 3 (Model 3 and Model 5) reveals all the VIF scores to be less than 2, thereby confirming that the research results did not suffer from multicollinearity. Figure  2 present the results of both studies. Table 2 ). * p < 0.05, ** p < 0.01, *** p < 0.001.
Conclusions and Discussion
The present study extends the previous research concerning the purchasing behavior of consumers who buy green products by incorporating personal-and product-level factors in the analysis. In general, the research findings were consistent with the findings of most earlier studies [31, 63] . This study confirms that customers' beliefs are a powerful predictor of whether or not they will purchase green products. Recently, scholars have urged the expansion of the field of sustainability by focusing on the drivers of the eco-friendly behavior of customers in developing countries [35, 43, 81] . As our results were obtained from two developing countries, they facilitate a better understanding of the critical antecedents of consumers' green purchasing behaviors. In particular, our study was the first to identify those Peruvian customers who are more likely to act in an ecologically and environmentally friendly fashion. Customers play an important role in environmental protection [35] , which means that changing customers' attitudes toward the environment is fundamental to any single country's green revolution [82] . Therefore, it is worth determining which types of customers most frequently use recycled paper and cans, durable products with low maintenance requirements, carpooling, water saving measures, and energy saving measures. Our findings can help the governments of both countries to accelerate their green movements, as well as to fine-tune their environmental programs.
In order to understand which customers engage the most in green activities, individual differences with regard to consumers' uniqueness and self-expressive benefits were considered.
In terms of the first hypothesis, a positive relationship between consumers' creative choices and their green purchasing behavior was found among the Bangladeshi and Peruvian customers. Customers who exhibited a higher level of creative choice were shown to be more concerned about their self-image in a social context [33] . The study's results hence suggest that buying green products helps customers to gain social approval.
Furthermore, the Bangladeshi data confirm that green purchasing behavior is more common among those customers who challenge the popular opinions and tastes of their social groups by selecting unpopular products or brands. The research findings confirm that customers who seek social differentness more often exhibit green purchasing behavior. This study thus provides further empirical evidence in support of Griskevicius's [31] study, reinforcing the notion that a key reason that customers buy green products is to make a statement about themselves. In general, a customer's need for uniqueness was found to be related to their desire for scarce, innovative, and customized products, as well as to their preference for unusual shopping venues [54, 64] . As green products are known to offer some novelty and originality, their purchasers are able to satisfy their customer uniqueness needs.
Lastly, this study revealed that self-expressive benefits can motivate customers in developing countries to buy green products. In contrast with our results, after conducting 726 street interviews with customers in Spain (as a developed country), Hartmann and Apaolaza-Ibáñez [30] did not find sufficient evidence to support the existence of a positive relationship between consumers' self-expressive benefits and their purchasing of green products.
Changing consumers' behavior so that they act in a more environmentally friendly manner is a prerequisite for completing the green movement and green revolution in developing countries, such as Peru and Bangladesh [83] . In support of this idea, the authors of [84] found that approximately 40% of environmental pollution and degradation in Denmark results from the consumption activities of customers. The greater tendency of consumers to buy green products and services enhances the motivation of profit-driven enterprises to pursue greener strategies in their operations [43, 85] . Therefore, various types of environmental programs and actions could be undertaken by both the Bangladeshi and Peruvian governments in order to enhance the environmental awareness of their respective populations; for instance, increasing media exposure of the issues, setting up more pro-environmental group activities, enforcing environmental protection by means of rigorous regulations, and encouraging more public discussion of important environmental issues.
Limitations and Directions for Future Research
As with many other studies examining the green purchasing behavior of consumers, this research study suffered from a number of limitations. First, our study focused on the antecedents of the consumers green buying decisions only, according to several scholars, there may still be some differences between respondents stated preference and revealed preference. While our survey-based research has made some contributions to the understanding the likely drivers of consumers' ecologically friendly behaviors, using a mixed-methods design (survey and interview) may provide a far more robust result. Second, the data were collected within a defined period of time (cross-sectional data). Future research studies could use longitudinal data to provide a deeper understanding of the investigated customer behaviors. Third, because of time and budget limitations, only two large malls in Dhaka, the capital of Bangladesh, and one shopping mall in Lima, Peru, were targeted for data collection in this study. Future studies should consider wider geographic boundaries. Forth, following the approach of the authors of [21, 86] , because of the absence of a sampling frame, we only surveyed those customers who were interested in participating. Therefore, the use of non-probability sampling may serve to reduce the generalizability of our findings. However, some researchers strongly believe that this type of sample may yield similar results to probability samples [87] . Future research studies conducted in the contexts of Peru and Bangladesh could test the findings of our study using probability samples. Lastly, we targeted the most luxurious malls in Bangladesh and Peru. Usually, the visitors of these malls are customers with middle class and upper middle class income. We include the respondents' monthly income as a control variable, to increase the robustness of our findings. Future studies should include more diverse populations (in terms of income) in order to achieve more representative results. We should consider that not only people with middle and high level incomes pay attention to green products-the individual with low level income may also be environmentally friendly, because they are forced to recycle, to eat food from low-input backyard agriculture, or to purchase on local informal markets. Therefore, it is worth knowing how individuals in high-, middle-, and low-level income classes perceive consumption of green products. More specifically the question can be the following: whether purchasing green products is an available option for rich people, but a forced choice for poor people [88] .
The majority of the available consumer theories are steeped in Western cultural values [89, 90] . There hence exists a need to validate those theories with empirical evidence from countries less commonly investigated by scholars. Our study, especially in the context of Peru, has taken the initial steps required to determine what makes consumers go green, as well as to expand the literature concerning consumers' green purchasing behavior. We hope that our study will encourage other researchers in Peru to take the next steps and to identify different individual-level drivers of customers' green purchasing behavior. More customers adopting green behaviors will result in more businesses adopting sustainable business practices, which will eventually enhance the country's green movement. For instance, several physiological factors like individual environmental concern, openness to change, emotion, perceived environmental responsibility, and perceived effectiveness may predict the consumers green purchase behavior in the Peruvian context. By using more diverse designs, larger sample and quantitative analysis, future researchers can help to establish and enrich this field in the context of Latin America.
Factor Loading
1. I make a special effort to buy paper and plastic products that are made from recycled materials. Consumers' need for uniqueness adopted from the literature [32] Creative Choice 12. The more commonplace a product or brand is among the general population, the less interested I am in buying it. 0.771
